





































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Action Research and Reflective Practice 
I conducted my action research within my own organization while engaging in 
reflective practice. The elements of this approach are displayed below. 
Pre-Planning  Developing research questions 
 Establishing communities of practice and journaling 




 Delving into academic literature to discover i) 
knowledge created by other researchers regarding both 
actual and perceived innovation outcomes ii) ensure 
that my approach is grounded in academia iii) learn 
more about what factors may be associated with 
successful innovation outcomes 
Observation and 
Reflection 
 Identifying areas within literature to inform my own 
research 
 Understanding how this knowledge would inform my 
research purpose and questions 
Action: Survey  Identify survey methodology: audience survey 




 Analysing and understanding results from survey 
Refinement  Synthesizing results for leadership and collaboratively 
refining approach 
 Creating checklist that could be deployed 
 Making practical recommendations 
Action: Deployment 
of checklist 
 Using checklist on deployment of innovation 
Observation and Final 
Reflection 
 Taking results back to organization and creating 
recommendations for my organization 











































































































































































Customer relationship management 
tool, a cloud-based system that is used 
by the sales associates to manage 
their day-to-day business. This system 
is programmed within the 
“Salesforce” technical platform and 
language. 
In addition to being a tool 
used by the sales associates, 
this tool was also the source 




This is a measured used by my 
organization which describes year 
over year performance as measured 
by cases sold to customers. 
This data is pulled from the 
organization’s server and a 
sample of this report is 
included in Appendix B. 
Metric: Sales 
Adoption Rate 
This is a measure which uses the total 
number of sales associates as the 
denominator and uses the total 
number of active sales associate users 
of an innovation as the numerator. So 
divided and expressed as a percentage 
this is our Sales Adoption Rate. This 
is a typical measure that our 
organization would use to measure 
any form of sales associate adoption 
rate. 







This is a measure which uses the total 
number of customers as the 
denominator and uses the total 
number of active customer users of an 
innovation as the numerator. So 
divided and expressed as a percentage 
this is our Customer Adoption Rate. 
This is a typical measure that our 
organization would use to measure 
any form of customer adoption rate. 







This is a measure which shows what 
percentage of active customer users 
are using the innovation for five 
consecutive weeks in the last three 








months. This is a typical measure that 
our organization would use to 




Metric: Investment  This is the total fiscal year actual 
expense that shows twelve fiscal 
periods of actual expenses recorded 
for the initiative. This is the typical 
measure that our organization would 
use to measure any investment in any 
initiative within the enterprise. 
This metric is found in full 
year performance report 





Indicates which initiatives had a 
transformation team assigned and 
which did not. 
I used my own knowledge 




This was the measure expressed as a 
return on investment. This is reported 
as a minimum sales growth objective 
established by the business owner.  
I manually extracted this 
measure from the capital 




This is a simple “Yes” or “No” as to 
whether the stated ROI Objective was 
achieved, or not. 
I took this metric from our 
company financials as well 
as my own knowledge of 
each initiative to log this 
data. 
Metric: Impact  This was a measure that was used on 
the quantitative survey whereby the 
sales representative allocated 100 
points to one or more of nine factors. 
This was measured by the average 
number of points assigned to each 
factor. 
The average score that could 
be assigned to any of the 
nine factors is 11. Any score 
that was 10 or below was 
rated “below average” and 
any item that was rated 12 




































n/a The following four questions 
were asked regarding each 
innovation. These questions 
were influenced by the 2002 
Pullig et al. study. The 
answers to these questions 
were explored to understand 
the relative perceived success 
of innovation outcomes: 
How would you rate 
“innovation” overall in terms 
of successful outcomes as it 
relates to positive impact to 
your customers? 
What degree of positive 
impact has “innovation” had 
on your business 
performance? 
How likely are you to 
encourage your customers to 
continue to use “innovation”? 
How likely are you to 





measures (defined in 
the preceding 
section) will be 





These measures were 



























NCOB*  A process and product involving the 
onboarding of new customers within the 
Canadian marketplace. It represents a 
significant change in process for the 
sales associate, a tracking mechanism 
using the organization’s CRM tool, new 
collateral to share with potential 
customers and some follow up 
protocols. Innovation #1 was launched 
six months prior to this survey and has 
shown a 30% adoption rate within the 
organization’s salesforce. It is not 
perceived as an innovation which has 
been readily adopted by the salesforce. 
Schumpeter (2008) classifies 
this innovation as new 
methods of production. NCOB 
fits within  
Pullig et al.’s (2002) 
description of innovation as a 
process that is novel to an 
organization. 
Loyalty  A customer-facing loyalty program. The 
program has been in place for 3 years 
and is an ongoing source of focus for the 
organization. There is an 80% adoption 
rate within this participant base with a 
constant push to grow adoption rates to 
90%.  
Schumpeter (2008) classifies 
this innovation as new 
products. Loyalty fits within 
Pullig et al. (2002) description 
of innovation as a product 








CRM*  A customer relationship management 
tool that has been introduced to the sales 
force within the last 12 months. There 
was a rocky path to adoption, involving 
training, change management, leadership 
endorsement, feedback sessions, 
incentives, threats and so forth to ensure 
that sales associates were engaging with 
Innovation #3. The utilization/adoption 
rate has increased over the last 6 months 
but is still not at 100% adoption. 
 
Schumpeter (2008) classifies 
this innovation as new supply 
chain. CRM fits within Pullig 
et al. (2002) description of 
innovation as a process which 
is novel to an organization. 
ISR*  This acronym stands for “Inside Sales 
Representative” and is a recently and 
rolling launched innovation which 
impacts sales associates directly. It 
involves an Inside Sales organization 
contacting customers in addition to the 
sales associate points of contact. 
Schumpeter (2008) defines 
this innovation as a new 
organization. ISR fits within 
Pullig et al. (2002) description 
of innovation as a process 





A new innovation launched within the 
previous 12 months which involves 
polling customers directly to assess 
satisfaction and loyalty. Sales associates 
are asked to support this innovation, to 
follow up with customers who describe 
issues that require resolution. 
Schumpeter (2008) defines 
this innovation as a new 
marketplace. Customer First 
fits within Pullig et al. (2002) 
description of innovation as a 
concept which is novel to an 
organization. 
 
Compensation  A critical compensation-related 
innovation that was launched in the last 
12 months. It involves a new calculation 
for sales commissions and impacts 
overall benefits and compensation for 
our front-line sales people. It was very 
negatively received and misunderstood 
upon launch. 
 
Schumpeter (2008) defines 
this innovation as a new 
process. Compensation fits 
within Pullig et al. (2002) 
description of innovation as a 

































NCOB*  60%  75% 86% 8% $1.5M No 
Loyalty  41%  50% 91% 3% 200K No 
CRM*  90%  93% 82% 1.5% 90M Yes 
ISR*  68%  82% 90% 6.3% 12M Yes 
Customer 
First* 
80%  96% 92% 5.2% 3M Yes 
Compensati
on 


















































Organizational  Incentives: If incentives are offered in exchange for the adoption of 
the innovation (could be incentives for Sales, or for Customer, etc.). 
Organizational  Training for you: Sufficient and appropriate training is provided for 
all users. 
Organizational  Support for you: Sufficient and timely solutions provided when 
problems and/or questions are encountered. 
Organizational  Encouragement/Leadership: Usage of the innovation is encouraged 
throughout the organization (i.e., by your Company leadership, and 
elsewhere within your Company). 
Individual  Customer Focus: Understanding how these innovations will assist 
you in assisting your customers. 
Individual  Competitive Differentiation: Understanding how these innovations 
will differentiate us from our competitors. 
Organizational  Ability to share Best Practices: Having a culture and structure which 
fosters cross-functional sharing of information (i.e., between 
departments, between locations, etc.). 
Individual  Trust: Having the ability to rely upon other members of your 
organization.  
Organization  Entrepreneurial Values: Having an environment where risk taking 





















Tenure  How long have you worked for this company? 
Gender  Please select your gender
































































































Population  890 direct, front-line sales associates within my organization. This 






organization is known and identified through our enterprise-wide 
CRM tool. 
Sample Frame  890 field associates 
Sampling Unit  Sales associates
Data Collection  Quantitative survey delivered electronically
Sample Plan  Gain endorsement from my organization’s executive team by 
showing research plan and supporting documentation. 
Send letter explaining goals of my thesis and goal of research to 
research participants and their immediate supervisors; share 
confidentiality and ethics form, participant waiver 
Deliver survey with timely reminders. 
Sample Recruitment  All field associates were emailed directly and invited to participate 
in the survey through 100% sampling 
Sample Size  890 field associates are in the population. I contacted the entire 
sampling frame. I received responses from 709 responses (80%) of 













































Sent	   890 100%









































































































































































































































































NCOB*  2.91  3.34 2.64 3.76 3.16 
Customer 
First*  3.01  3.05  2.97  3.03  3.01 
ISR*  2.92  3.04 2.94 2.99 2.97 
Compensation  3.26  2.26 2.06 3.07 2.66 
CRM*  1.66  2.26 2.93 3.00 2.46 
Loyalty  1.86  2.13 2.69 3.05 2.43 













































NCOB*  60%  75% 86% 8% $1.5M  No 
Compensation  68%  82% 90% 6.3% 12M No 
CRM*  80%  96% 92% 5.2% 3M Yes 
Customer 
First* 
41%  50% 91% 3% 200K Yes 
ISR*  90%  93% 82% 1.5% 90M Yes 
Loyalty  95%  90% 88% 1.3% 900K No 








































Customer First*  No  Yes Yes
ISR*  Yes  Yes Yes
Compensation  Yes  No No
CRM*  Yes  Yes No

















































































































































Customer First*    46 – 55 years  
least negative 
3.15 
Compensation  46 – 55 years  
least negative 
(3.45) 




CRM*  56 years or 
























































NCOB*      11 years or 
more  least 
negative (2.8) 
Compensation  6 years or more 
 most positive 
(>3.11) 
11-15 years   
least negative 
(2.6) 
16+ years   
least negative 
(2.6) 
CRM*  11-15 years   
least negative 
(2.16) 




Loyalty  11-15 years  
least negative 
(2.17) 
11-15 years  
least negative 
(2.4) 
11 years or 
more  least 
negative  



































NCOB*  Females (3.03) > 
males (2.83) 
Males (3.45) > 
females (3.15) 
Males (3.85) > 
females (3.59) 
Compensation  Males (3.32) > 
females (3.15) 
 









































		 Mean	 SD	 Impact	
Incentives  20.12  8.6  Above average (Highest) 
Training Sales Associates  12.41  6.48  Above average  
Support to Sales Associates  12.4 6.46 Above average 
Trust  11.98  6.98  Average 
Customer Focus  11.89  6.74  Below Average 
Competitive Differentiation  10.23 5.54 Below Average 
Encouragement/Leadership  9.76  5.08  Below Average 
Ability to Share Best Practices  9.57  5.18  Below Average 






































































































































































































































































































































1 (Individual) - 3 
1  2  3 0.66  2 


























Successful Year 1 
(Individual) - 3 
1  2 3 0.66  2 
Innovations Not 
Perceived successful 
Year 1 (Individual) - 
3 
2  1 3 0.33  0.5 






















Auccessful Year 1 
(Individual)- 3 




Year 1 (Individual) - 
3 
3  0 3 0  0 

















Success	 N	 Mean	 Std.	Deviation	 t		 p	
No  3  2.75  3.482  0.094  .930 



































































































































































































































































My Research Pullig et al. (2002) results 
Incentives Training 
Training Encouragement 


































































































































































































Key Understanding from 
my research 
Sources from the 
Literature 
Application to my 
Organization 
Key Understanding 1: 
Individual perceptions as 
well as organizational 
practical performance 
metrics must be taken into 
consideration in order to 
create successful 
innovation outcomes.  
 
 
The need for individual 
acceptance (Shaw and 
Burgess, 2013), 
commitment to utilize 
(Pullig et al., 2002; 
Schumpeter, 2008; Gupta, 
2011), understanding 
(Klein, 2005) and/or 
positive view of 
innovation (Simpson et 
al., 2006; Keillor et al., 
1997) is well documented 
in the literature.  
Monitoring individual 
perception of success 
knowing that these 
individual perceptions 
may be associated with 
long-term organization 
success of the innovation. 
Keeping regular checks 
on these perceptions may 
allow my organization to 
pivot strategy if we find 
that we are not on track 
with individual 
perceptions. In the case of 
my study, individual 
perceptions were 
measured after the fact 
and too late to make any 
impact or changes to the 






Key Understanding 2: 
Enlisting the support of a 
dedicated business 
transformation team may 
assist in successfully 
implementing innovation 
by removing barriers, 
clarifying and setting 
context for the innovation. 
Although these teams or 
support units may have 
different labels in the 
literature, the notion of 
having this support team 
in place is supported 
(Jacoby, 2018; Beaumont 
et al., 2017; Herr and 
Anderson, 2005). 
 
Key Understanding 3: 
Multiple enabling factors 
may contribute to 
successful innovation 
outcomes.  
Pullig et al. (2002) found 
that successful innovation 
outcomes may be 







values and trust.   
Focus on customer and 
benefits should be 
outlined. Incentives and 
trainng may be associated 
with perceived successful 
innovation outcomes and 
should be included during 
the implementation 
process. 
Key Understanding 4: 
Show no Bias toward 
Demographic Factors 
 
Similar to my research 
findings, Ng and Feldman 
(2009, 2013) failed to find 
an association with age, 
instead suggesting that 
individual personality and 
character composition is 
more important to the 
outcome of an innovation. 
With respect to tenure, 
Steffins et al. (2014) 
found that associates with 
With respect to 
demographic factors, 
older workers should be 
included alongside 
younger workers, more 
tenured workers should be 
included alongside less 
tenured workers and 
males and females should 
work alongside each other 
when working with 





longer tenure had more 
positive perceptions about 
some outcomes of some 
innovations. 


























































President  This position oversees the Canadian foodservice operations. All of 
the branch locations and personnel report through this position. 
VP Sales  This position is responsible for the sales force and the customers. 
VP Merchandising  This position is responsible for procurement, sourcing, category 
management and supply chain. 
VP Finance  This position oversees the financial reporting and auditing of the 
organization. 
VP Operations  This position oversees our logistics and distribution network. 
VP HR  This position is responsible for the associates that work for my 

































Mapping the Terrain  I conducted a scholarly literature 
review and then 
I gathered data through a 
quantitative survey to inform 
what further action will be 
required within my organization. 
I used real business results as 
well as results from my survey. 
Literature review 
Quantitative survey 
Gathering of business results 
over three years 
 
Testing Plausibility  During this stage I needed to 
network with various colleagues, 
leaders and stakeholders to first 
of all come together to review 
the results and ultimately gain 
endorsement for the approach.  
I summarized results of the 
quantitative survey, mapped to 
the business results that are 
more familiar to my 
organization’s leaders 
I sent the results and requested 
meetings: both one on one and 
group meetings 
Gained consensus on putting 
into place a few key changes 
with the goal of improving our 
innovation outcomes 
Evaluating Action  We implemented some key 
changes and evaluated the 
results. 
 
I put into place the key changes 
in the form of a playbook. 
Put measurement plan in place 






















































































































































































































Represents a new process of creating menus 
for restaurant customers. It involves reaching 
out directly to corporate customers through 
Schumpeter (2008) 
characterizes this 






direct email to inquire about their menus. It 
then collects customer information and using 
a new technology tool, creates a menu for 
them, and then stores it in a digital locker for 
the customer. This process represents a 
change in process for the sales associate who 
would previously contact the customer and 
work on the menu with them. Now it will be 
done through a dedicated customer service 
representative.  
method of production. 
Pullig et al. (2002) 
describe this innovation as 

















































































































































Menu  35%  11.5% Yes



















Menu*  3.34  3.56 3.71 4.21 3.70 
NCOB*  2.91  3.34 2.64 3.76 3.16 
Customer 
First*  3.01  3.05  2.97  3.03  3.01 
ISR*  2.92  3.04 2.94 2.99 2.97 





CRM*  1.66  2.26 2.93 3.00 2.46 










































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Local Sales Scorecard ‐ Canada‐ FY14            
   vs LY                   
Area*  WK1  WK2  WK3  WK4  WK5  WK6  YTD 
BC1  15.99%  21.65%  24.16%  19.13%  32.52%  23.20%  20.62% 
BC2  7.03%  ‐0.40%  8.36%  4.82%  16.33%  8.50%  4.91% 
BC3  5.52%  10.60%  5.46%  6.26%  18.08%  11.36%  7.12% 
AB1  10.80%  13.00%  12.27%  5.00%  13.62%  12.55%  12.01% 
AB2  0.85%  ‐0.49%  ‐4.22%  0.61%  10.69%  ‐0.08%  ‐1.34% 
SK1  ‐0.53%  1.42%  ‐4.28%  ‐1.14%  4.67%  ‐1.57%  ‐1.14% 
MB1  10.93%  12.81%  11.11%  7.52%  22.67%  8.65%  11.61% 
West 
Division  5.60%  6.85%  6.40%  5.33%  16.27%  8.33%  6.66% 
ON1  16.89%  3.10%  ‐3.14%  2.74%  16.10%  3.95%  5.64% 
ON2  22.63%  31.59%  2.60%  0.90%  17.99%  10.86%  7.34% 
ON3  ‐14.75%  ‐14.94%  ‐17.10%  ‐25.04%  ‐7.40%  ‐21.65%  ‐15.59% 
ON4  2.88%  6.11%  5.57%  5.61%  8.65%  4.80%  4.82% 
QC1  ‐4.10%  ‐3.78%  ‐10.88%  ‐6.42%  ‐12.59%  ‐9.36%  ‐6.23% 
QC2  ‐3.52%  5.97%  ‐1.13%  ‐3.86%  ‐11.52%  ‐3.94%  0.40% 
QC3  ‐3.70%  6.30%  3.24%  5.07%  13.08%  10.52%  1.83% 
AT1  21.42%  19.69%  4.63%  12.46%  7.37%  10.34%  15.08% 
AT2  1.57%  16.83%  16.81%  13.09%  18.57%  8.79%  11.37% 
AT3  ‐3.93%  5.79%  10.41%  5.49%  4.20%  ‐3.73%  4.18% 
East 
Division  7.31%  8.43%  0.70%  1.76%  9.01%  3.24%  3.79% 









○ Yes 1 







○ 0-5 years 1 
○ 6-10 years 2 
○ 11-15 years 3 
○ 16 years + 4 
 
Q2. Please state your province:  DROP DOWN PICK LIST  
○ BC 1 
○ AB 2 
○ SK 3 
○ MB 4 
○ ON 5 
○ QC 6 
○ NS 7 
○ NB 8 
○ NF 9 
○ PEI 10 
 
Q3. Please select your gender:  
○ Male 1 







20-25 years 1 
26-35 years 2 
36-45 years 3 
46-55 years 4 
56+ years 5 











Excellent Very Good Good Fair Poor Don’t Know 





























































Excellent Very Good Good Fair Poor Don’t Know 






























































Excellent Very Good Good Fair Poor Don’t Know 




























































Excellent Very Good Good Fair Poor Don’t Know 





























































Excellent Very Good Good Fair Poor Don’t Know 






























































Excellent Very Good Good Fair Poor Don’t Know 



























































Q35: Below is a list of nine factors that may enable associate success when implementing 
innovation. We’re interested in how impactful each factor is to you relative to your 
success when implementing something new. 
In the table below, we’d like for you to distribute a total of 100 points between the nine 
aspects listed, based on their importance to your organization. At the bottom of the 












































































































































Principal Investigator:         Student Researcher: 
Hassan QudratUllah          Maureen Quirk 
              21 Four Seasons Place, Suite 400 
              416‐712‐1362 










From : Evangelia Katsikea [evangelia.katsikea@my.ohecampus.com] 
Date : 03/12/2014 06:52 PM 
To : maureen.quirk@my.ohecampus.com 
CC : Pascale Hardy [pascale.hardy@my.ohecampus.com], 
Paul.ellwood@liverpool.ac.uk, Hassan QudratUllah[hassan.qudratullah@my.ohecampus.com] 























































































































Excerpts from Action Learning Journal 
April 2014- Reflective practice has not been the norm in my business world and is not a standard 
practice of anyone that I know in my organization.  This practice is proving to be a great 
collaborative tool for enhancing my understanding of my current research project and I feel good 
about being able to help others by shining a different type of light on their current individual issues 
and opportunities.  Joan’s observation: use Walker tool rather than Survey monkey.  Also SAS has 
survey tools that may integrate directly into statistical software.  To investigate. Overall, I need to 
ensure that I do not grow too tactical, too quickly.  Need to reflect and think through the overall 
strategy. 
Oct 2013 – Reflection requires time and time is not a plentiful resource in anyone’s books.  
Possibly contemporaneous reflection may be a more practical application of this. Sometimes in the 
learning set there is counter-agenda feedback or even possibly self-serving feedback which I find 
derailing my solution path.  That being said, there is something to be said for taking the journey 
and there are other learning’s to be had, the likes of which I may not even have contemplated. This 
community permits inquiry.  Learning today: don’t rush process; don’t make assumptions about 
what my company’s stakeholders will believe or say; being too solution-oriented in our fast-paced 
business world makes it difficult to share ideas in a thoughtful manner.  Slow down to hurry up. 
Feb 2/15 – Bias: I am making assumptions that my organization will not devote resources and 
attention due to academic nature.  Showing them the WIIFM may mitigate.  Being aware of biases 
of others including my organization’s stakeholders is the first step and then finding a way to help 
push through them.  Most critical to this is my own bias as an insider.  I also have assumptions 
about everyone else’s agendas and priorities. I am coming at the issue/structure with my "end 
game" in mind, namely to create a process that will make our changes more successful.  
December/15 – Discussing the implications for my current practice and the consequences for not 
taking action on our issues regarding implementation. I am not the only one that can take action, 
but I do have the ability to take action.  The reality is that if I do not take action then it is 
conceivable that our sales will drop, our profitability will decline and we will continue to lose sales 
associates.  These associates will then go to our competitors and take their business with them.  
This will also create negative morale and repercussions including stock price dips, lost business 
potential layoffs and lack of further investment in our own growth and development. 
Goal Setting: I need to clarify my organization's goals. I have assumed that they want to improve in 





might be the process is to also accept some accountability and responsibility.  So possibly there 
might be a congruency lacking between my views and the leadership’s views.  Also need to define 

















0 ‐ 5 years  313  2.87  1.035  2.115  .097 
6 ‐ 10 years  131  2.94  .967     
11 ‐ 15 years  126  3.08  1.191     
16 or more 
years  89  2.74  .911     
Perceived Impact on Own 
Sales Results 
0 ‐ 5 years 313 3.36 1.301  2.320  .074
6 ‐ 10 years  131  3.50  1.279     
11 ‐ 15 years  126  3.09  1.426     
16 or more 
years  89  3.39  1.230     
Encourage Customers to Use
0 ‐ 5 years 313 2.53 .994  2.799  .039
6 ‐ 10 years  131  2.64  1.023     
11 ‐ 15 years  126  2.81  1.164     
16 or more 
years  89  2.78  1.009     
Use Self 
0 ‐ 5 years 313 3.73 1.237  0.562  .640
6 ‐ 10 years  131  3.86  1.162     
11 ‐ 15 years  126  3.68  1.244     
16 or more 




0 ‐ 5 years  313  1.80  .944  5.513  .001 
6 ‐ 10 years  131  1.71  .873     
11 ‐ 15 years  126  2.17  1.253     
16 or more 
years  89  1.83  .991     
Perceived Impact on Own 
Sales Results 
0 ‐ 5 years  313  2.09  1.081  2.971  .031 
6 ‐ 10 years 131 2.01 1.056     
11 ‐ 15 years  126  2.40  1.460     
16 or more 





Innovation  Characteristic  Tenure n Mean SD F  p 
Encourage Customers to Use
0 ‐ 5 years  313  2.62  1.193  3.116  .026 
6 ‐ 10 years  131  2.59  1.073     
11 ‐ 15 years  126  2.75  1.276     
16 or more 
years  89  3.02  1.225     
Use Self 
0 ‐ 5 years  313  3.07  1.359  0.206  .893 
6 ‐ 10 years 131 2.98 1.460     
11 ‐ 15 years  126  3.03  1.350     
16 or more 




0 ‐ 5 years  313  1.49  .817  13.739 <.001
6 ‐ 10 years  131  1.59  .876     
11 ‐ 15 years 126 2.16 1.400     
16 or more 
years  89  1.66  1.076     
Perceived Impact on Own 
Sales Results 
0 ‐ 5 years 313 2.24 .708  3.730  .011
6 ‐ 10 years  131  2.17  .634     
11 ‐ 15 years  126  2.46  1.056     
16 or more 
years  89  2.19  .737     
Encourage Customers to Use
0 ‐ 5 years  313  2.97  1.414  0.344  .793 
6 ‐ 10 years 131 2.82 1.395     
11 ‐ 15 years 126 2.93 1.465     
16 or more 
years  89  2.96  1.522     
Use Self 
0 ‐ 5 years  313  2.97  1.393  0.311  .817 
6 ‐ 10 years  131  2.97  1.370     
11 ‐ 15 years  126  3.04  1.483     
16 or more 




0 ‐ 5 years 313 2.97 1.402  2.81  .085
6 ‐ 10 years 131 2.66 1.244     
11 ‐ 15 years  126  3.08  1.383     
16 or more 
years  89  2.90  1.431     
Perceived Impact on Own 
Sales Results 
0 ‐ 5 years  313  3.00  1.374  0.179  .910 
6 ‐ 10 years  131  3.07  1.426     
11 ‐ 15 years 126 3.08 1.434     
16 or more 
years  89  3.10  1.374     





Innovation  Characteristic  Tenure n Mean SD F  p 
6 ‐ 10 years  131  3.11  1.366     
11 ‐ 15 years 126 2.87 1.470     
16 or more 
years  89  3.00  1.406     
Use Self 
0 ‐ 5 years 313 3.03 1.407  1.040  .374
6 ‐ 10 years  131  2.90  1.413     
11 ‐ 15 years  126  2.87  1.347     
16 or more 




0 ‐ 5 years  313  3.04  1.393  1.209  .306 
6 ‐ 10 years 131 2.82 1.424     
11 ‐ 15 years 126 3.06 1.413     
16 or more 
years  89  3.15  1.394     
Perceived Impact on Own 
Sales Results 
0 ‐ 5 years  313  3.07  1.422  .962  .410 
6 ‐ 10 years  131  2.88  1.462     
11 ‐ 15 years  126  3.17  1.502     
16 or more 
years  89  3.04  1.405     
Encourage Customers to Use
0 ‐ 5 years 313 2.86 1.392  1.468  .222
6 ‐ 10 years  131  3.10  1.364     
11 ‐ 15 years  126  3.10  1.332     
16 or more 
years  89  2.99  1.496     
Use Self 
0 ‐ 5 years  313  3.01  1.429  .301  .825 
6 ‐ 10 years  131  2.97  1.336     
11 ‐ 15 years 126 3.13 1.480     
16 or more 




0 ‐ 5 years  313  3.11  1.028  4.634  .003 
6 ‐ 10 years 131 3.44 1.016     
11 ‐ 15 years  126  3.32  1.115     
16 or more 
years  89  3.44  1.022     
Perceived Impact on Own 
Sales Results 
0 ‐ 5 years  313  2.10  .826  10.205 <.001
6 ‐ 10 years 131 2.27 .775     
11 ‐ 15 years  126  2.60  1.139     
16 or more 
years  89  2.35  .725     





Innovation  Characteristic  Tenure n Mean SD F  p 
11 ‐ 15 years  126  2.00  .820     
16 or more 
years  89  2.25  .830     
Use Self 
0 ‐ 5 years  313  3.00  1.409  1.234  .296 
6 ‐ 10 years  131  3.24  1.461     
11 ‐ 15 years  126  2.97  1.402     
16 or more 










Gender N  Mean  SD  t  p 
NCOB  Perceived Successful 
Outcome for customers 
Male  423  2.83  1.025  2.934  .017 
Female 236  3.03  1.059     
Perceived Impact on Own 
Sales Results 
Male  423  3.45  1.287  2.85  .005 
Female 236 3.15 1.349    
Encourage Customers to Use  Male  423  2.67  .992  .997  .319 Female 236  2.58  1.121     
Use Self  Male  423  3.85  1.167  2.591  .010 Female 236 3.59 1.293    
Loyalty  Perceived Successful 
Outcome for customers 
Male  423  1.78  .922  2.629  .009 
Female 236 2.00 1.150    
Perceived Impact on Own 
Sales Results 
Male 423 2.04 1.081 2.736  .006 
Female 236  2.30  1.294     
Encourage Customers to Use  Male  423  2.72  1.184  .656  .512 Female 236  2.65  1.220     
Use Self  Male 423 3.12 1.408 1.675  .095 Female 236  2.93  1.380     
CRM  Perceived Successful 
Outcome for customers 
Male 423 1.51 .865 5.172  <.001 
Female 236  1.93  1.225     
Perceived Impact on Own 
Sales Results 
Male  423  2.18  .633  3.431  .001 







Gender N Mean SD t  p 
Encourage customers to use  Male  423  2.84  1.426  2.208  .028 Female 236  3.10  1.433     
Use Self  Male 423 3.02 1.401 .428  .669 Female 236  2.97  1.426     
ISR  Perceived Successful 
Outcome for customers 
Male 423 2.86 1.375 1.417  .157 
Female 236  3.02  1.376     
Perceived Impact on Own 
Sales Results 
Male  423  3.11  1.372  1.716  .087 
Female 236  2.92  1.425     
Encourage customers to use  Male 423 2.94 1.406 .093  .926 Female 236  2.93  1.396     
Use Self  Male  423  3.03  1.393  .866  .387 Female 236  2.93  1.393     
Customer First  Perceived Successful 
Outcome for customers 
Male  423  2.98  1.423  .855  .393 
Female 236  3.08  1.369     
Perceived Impact on Own 
Sales Results 
Male  423  3.05  1.443  .046  .963 
Female 236 3.05 1.448    
Encourage customers to use  Male  423  2.97  1.424  .068  .946 Female 236  2.97  1.333     
Use Self  Male  423  2.98  1.416  1.210  .227 Female 236 3.11 1.384    
Compensation  Perceived Successful 
Outcome for customers 
Male  423  3.32  1.042  2.006  .045 
Female 236 3.15 1.060    
Perceived Impact on Own 
Sales Results 
Male 423 2.24 .794 .850  .395 
Female 236  2.31  1.044     
Encourage customers to use  Male  423  2.06  .830  .222  .824 Female 236  2.05  .811     


















20 ‐ 25 years  19  2.89  1.150  .868  .483 
26 ‐ 35 years 185 2.84 1.033     
36 ‐ 45 years  229  2.95  1.044     
46 ‐ 55 years  152  2.90  1.028     




20 ‐ 25 years  19  3.47  1.349  1.063  .374 
26 ‐ 35 years  185  3.52  1.282     
36 ‐ 45 years  229  3.26  1.291     
46 ‐ 55 years 152 3.34 1.377     
56 or more   31  3.35  1.305     
Encourage Customers to  
use 
20 ‐ 25 years 19 2.84 .958 1.234  .295 
26 ‐ 35 years  185  2.54  1.021     
36 ‐ 45 years  229  2.70  1.067     
46 ‐ 55 years  152  2.53  1.023     
56 or more  31 2.71 .902    
Use Self 
20 ‐ 25 years  19  3.42  1.305  2.120  .077 
26 ‐ 35 years 185 3.94 1.133     
36 ‐ 45 years 229 3.66 1.241     
46 ‐ 55 years  152  3.79  1.227     





20 ‐ 25 years  19  2.26  1.284  1.508  .198 
26 ‐ 35 years  185  1.71  .833     
36 ‐ 45 years  229  1.81  1.025     
46 ‐ 55 years 152 1.83 .975    




20 ‐ 25 years 19 2.32 1.293  .626  .644 
26 ‐ 35 years 185 2.06 1.043     
36 ‐ 45 years  229  2.07  1.154     
46 ‐ 55 years  152  2.05  1.112     
56 or more   31  2.32  1.222     
Encourage Customers to  
use 
20 ‐ 25 years  19  3.26  1.098  2.064  .084 
26 ‐ 35 years  185  2.69  1.165     
36 ‐ 45 years 229 2.56 1.200     
46 ‐ 55 years  152  2.74  1.206     
56 or more  31  2.90  1.165     
Use Self 
20 ‐ 25 years  19  2.53  1.172  .747  .560 
26 ‐ 35 years  185  3.08  1.293     
36 ‐ 45 years  229  3.04  1.434     
46 ‐ 55 years  152  3.06  1.475     
56 or more  31 3.16 1.393     









26 ‐ 35 years  185  1.42  .719     
36 ‐ 45 years  229  1.67  1.040     
46 ‐ 55 years 152 1.62 1.016     




20 ‐ 25 years  19  2.74  1.046  4.758  .001 
26 ‐ 35 years 185 2.19 .582    
36 ‐ 45 years  229  2.30  .899     
46 ‐ 55 years  152  2.09  .527     
56 or more   31  2.13  .428     
Encourage Customers to  
use 
20 ‐ 25 years  19  3.05  1.433  .248  .911 
26 ‐ 35 years  185  2.92  1.402     
36 ‐ 45 years 229 2.94 1.422     
46 ‐ 55 years 152 2.82 1.505     
56 or more   31  2.81  1.376     
Use Self 
20 ‐ 25 years 19 2.63 1.212  1.283  .275 
26 ‐ 35 years  185  2.91  1.476     
36 ‐ 45 years  229  3.17  1.340     
46 ‐ 55 years  152  2.98  1.416     





20 ‐ 25 years  19  2.84  1.608  .143  .966 
26 ‐ 35 years 185 2.88 1.399     
36 ‐ 45 years  229  2.91  1.393     
46 ‐ 55 years  152  2.98  1.310     




20 ‐ 25 years  19  3.05  1.508  .234  .919 
26 ‐ 35 years  185  2.99  1.437     
36 ‐ 45 years  229  3.02  1.389     
46 ‐ 55 years 152 3.11 1.398     
56 or more   31  3.16  1.214     
Encourage Customers to  
use 
20 ‐ 25 years 19 3.05 1.079  .342  .850 
26 ‐ 35 years  185  2.85  1.363     
36 ‐ 45 years  229  2.98  1.423     
46 ‐ 55 years  152  2.97  1.414     
56 or more  31 2.84 1.508     
Use Self 
20 ‐ 25 years  19  3.16  1.425  .790  .532 
26 ‐ 35 years  185  3.09  1.336     
36 ‐ 45 years 229 2.86 1.444     
46 ‐ 55 years  152  3.01  1.388     




20 ‐ 25 years  19  2.63  1.461  .547  .701 
26 ‐ 35 years  185  3.01  1.363     





Innovation  Characteristic  Age N Mean SD F  P 
46 ‐ 55 years  152  3.05  1.397     




20 ‐ 25 years  19  3.05  1.268  .1365  .245 
26 ‐ 35 years  185  2.89  1.343     
36 ‐ 45 years  229  3.03  1.519     
46 ‐ 55 years 152 3.13 1.434     
56 or more   31  3.48  1.480     
Encourage Customers to  
use 
20 ‐ 25 years 19 2.32 1.250  2.711  .029 
26 ‐ 35 years  185  3.09  1.362     
36 ‐ 45 years  229  2.83  1.350     
46 ‐ 55 years  152  3.15  1.468     
56 or more  31 2.81 1.515     
Use Self 
20 ‐ 25 years  19  2.74  1.327  .449  .773 
26 ‐ 35 years  185  2.95  1.457     
36 ‐ 45 years 229 3.09 1.390     
46 ‐ 55 years  152  3.05  1.349     





20 ‐ 25 years  19  3.00  1.054  3.251  .012 
26 ‐ 35 years 185 3.09 1.034     
36 ‐ 45 years  229  3.32  1.047     
46 ‐ 55 years  152  3.45  1.015     




20 ‐ 25 years  19  2.53  1.124  4.043  .003 
26 ‐ 35 years  185  2.04  .817     
36 ‐ 45 years  229  2.33  .933     
46 ‐ 55 years 152 2.22 .702    
56 or more   31  2.39  .667     
Encourage Customers to  
use 
20 ‐ 25 years 19 2.16 .765 .607  .657 
26 ‐ 35 years  185  2.03  .843     
36 ‐ 45 years  229  2.06  .828     
46 ‐ 55 years  152  2.04  .805     
56 or more  31 2.26 .855    
Use Self 
20 ‐ 25 years  19  3.32  1.293  .479  .751 
26 ‐ 35 years 185 3.02 1.437     
36 ‐ 45 years 229 3.12 1.377     
46 ‐ 55 years  152  2.99  1.430     

















Characteristic  Mean  Median SD  t  p 
NCOB  Perceived Successful Outcome for 
customers  2.90  3.00  1.041 
‐2.358  >.05 
  Degree of Positive Impact  3.34  4.00  1.317  6.687  <.001
  Perceived Impact on Own Sales 
Results  2.64  3.00  1.040 
‐8.912  >.05
  Use Self  3.76  4.00  1.219  15.951  <.001
Loyalty  Perceived Successful Outcome for 
customers  1.86  2.00  1.014 
‐28.927 >.05 
  Degree of Positive Impact  2.14  2.00  1.168  ‐19.018 >.05 
  Perceived Impact on Own Sales 
Results  2.69  3.00  1.197 
‐6.576  >.05 
  Use Self  3.05  3.00  1.400  .918  <.001
CRM  Perceived Successful Outcome for 
customers  1.66  1.00  1.028 
‐33.448 >.05
  Degree of Positive Impact  2.26  2.00  .782  ‐24.302 >.05 
  Perceived Impact on Own Sales 
Results  2.93  3.00  1.433 
‐1.196  >.05 
  Use Self  3.01 3.00 1.409  .111  .912
ISR  Perceived Successful Outcome for 
customers  2.92  3.00  1.376 
‐1.500  >.05
  Degree of Positive Impact  3.04  3.00  1.393  .811  .418 
  Perceived Impact on Own Sales 
Results  2.93  3.00  1.401 
‐1.195  >.05 
  Use Self  2.99 3.00 1.393  ‐.168  >.05
Customer First  Perceived Successful Outcome for 
customers  3.01  3.00  1.404 
.250  .401 
  Degree of Positive Impact  3.05  3.00  1.444  .890  .374 
  Perceived Impact on Own Sales 
Results  2.97  3.00  1.391 
‐.560  .576 
  Use Self  3.03 3.00 1.405  .471  .314
Compensation  Perceived Successful Outcome for 
customers  3.26  3.00  1.051 
6.304  <.001







Characteristic  Mean Median SD t  p 
  Perceived Impact on Own Sales 
Results  2.06  2.00  .822 
‐29.466 >.05 














































































































Manager Step Practical application within Organization 
Set business metric ROI 
goals 1, 2, 3 year 
Need to record using scorecard which outlines 
targets, and then outcomes for Year 1, Year 2 and 
Year 3 post innovation implementation.  Business 
metrics should include sales growth and ROI.  
Sources: Finance department 
Create pulse survey to 
solicit feedback from key 
stakeholders on innovation  
Use standard surveymonkey survey which asks five 
questions: 1) are you aware of the innovation? 2) 
How would you rate the innovation in terms of 
successful outcomes for your customers? 3) what 
degree of positive impact has “innovation” had on 
your business performance” 4) how likely are you to 
encourage your customers to continue to use 
“innovation”?  5) How likely are you to continue to 
use “innovation” yourself? 
Identify and assemble 
business transformation 
team 
Use standard job description and competency profile 
Have a launch presentation 
for the associates who will 
be implementing  
Presentation should be deployable in person or 
electronically and should cover the who, what, why, 
how aspects of the innovation as well as the customer 
benefit and the sales associate benefit and the benefit 
to our organization overall. 
Evaluate tenure of 
associates and create 
Chatter groups with a mix 
of both longer tenured 
associates and shorter 
tenured associates 
Use salesforce platform to create group and 






Create incentive plan for 
innovation 
Incentive plan to be created through sales team and 
validated through payroll and finance. 
Create training plan for 
innovation 
Working with learning and development team to use 
e-learning platform for learning modules. 
Create customer-centric 
model for innovation 
Create one page handout for customers to explain 










 Garbage In, Garbage Out 
  
 Bad inputs make bad outputs 
 We have misleading data, which means that it is literally garbage 




 Codes, attributes, fields 
 Missing data: first name, spouse name, title, address, email address 
 Mismatched: Gender, title, email value, City, Company 
 Enhancements: Gender, Birthdate  
 
Data Cleansing 
 Each Sales Associate owns his/her records in the database 
 Each VP Sales owns his/her records in the database 
 Errors in the database must be identified and cleansed each Friday during 
weekly huddles 
 All records to be validated by President 

















 Uniform method for engaging customers in menu development will help us 
streamline our messaging 
 Higher sales, higher margins, more sustainable growth 
 Owning the menu helps us acquire and grow market share  
 Differentiates us from the competitors 
















Sales Growth Successful according to 
ROI Objective – Year 1 











Considerations Sales Associate 
Incentive 
If Menu is created  they will receive 
a 25% credit on 
account up to 
All orders must 
average $1000 or 
more. The sales 
associate must submit 
the credits to their 
The sales 
associate gets a 











amount paid to a 








Menu Portal Training 
 Need to let go of past practices (i.e. spreadsheets, voicemails, traditional follow 
up channels) in order to move to move to the new Menu platform —will 
ultimately hurt our adoption efforts with customers 
 Two reports are interesting and valuable 
o Account sales history (Stanley Cup report: what did I buy last year; 
when the sales associate is getting ready to go to an account; everything 
the account bought 11 months ago) 
At least what we got last year; great for seasonal accounts; 
don’t lose what you have last year 
Also gives sales details 
o Last month sales 
 
 
 Main Screen shows 
o Opportunities for that account 
 Opportunities without SUPC’s are useless (no reports will be 
pulled) 
o Activities 
o Sales for account 
 My Activity Report 
o Is THE management tool of the system 
o Should look at this twice a day (morning to look at day prior) and mid-
day to see if there is anything coming up 
 
Dashboards 





o Shows DSM district as a whole 
 Pipeline 
 Proposed and Commit should be DSM focus 
 Closed/Won 
 Capture Rate 
 OpCo DSM Dashboard – (My MA’s) 
o Capture Rate (Week 10 this starts to show) 
o Closed/Won 
o Pipeline  
 
 
Top Things for sales associates to do  
 View My Activity Report twice a day 
 Log every call each time we touch a customer 
 Commit to running My Clean Room once a month 
 Every Opportunity needs to have SUPC’s 
 Set expectations 
 Provide Feedback 
 Consequences – natural or intended 
 Training and Development  
 Resources (i.e. does everyone have smartphones?) 
 Internal Motivation 
 Job Capacity 
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Appendix	J	Innovation	Playbook	
 
Abstract for Organizational Innovation Playbook 
Step‐by‐Step Guide for Deploying Innovation:   To deploy innovation within our 
organization, there are a number of steps that you can take and resources available 
to help.  Please review this playbook to understand what resources may be available 
to you.   
Contents: 
 Overview of Innovation Process and Role of Playbook 
 Scorecard for measuring innovation effectiveness 
o ROI Scorecard *.xlsx format 
o Links to basic company reports (customizable) 
 Communication Presentations, Tips and Techniques 
o Full PowerPoint presentations that you can customize/localize 
o Scripts and talking points 
 Training Modules/Platforms 
o Use the learning platform module as‐is, or add custom quizzes for your 
team 
 Feedback platforms 
o Surveymonkey template for pulse survey 
o Drag and Drop question bank 
 Chatter group how‐to’s and charters 
o To be successful, each member of your team must know how to use the 
functions of our CRM. In this section, how to enable Chatter to help your 
teams get the most out of this tool. 
 Incentive Guidelines 
o Finance‐approved parameters for incentives 
 Customer POS 
o One‐page overview that can be handed directly to customers 
o Translation available 
 Business Transformation/Support Team Tools 
o Job profiles for BTT roles 
 
 
 
